A HALLGATO NYOMABAN

KOMMUNIKACIOS PROFILOZASI PRAKTIKAK
A HALLGATOK MEGISMERESEHEZ
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Nemzetk6zi kommunikacioé és alumni csoportvezetd
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Célcsoport profilozasa




PROFILOZAS?

Ahhoz, hogy barmi
meggyozo erovel

birjon,
Ismernunk kell o
célcsoport mukodéset.




NEZZUNK ALTALANOS
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CELCSOPORTON BELULI
SZEGMENTACIO

EGYETEMI
CELCSOPORTOK

. o Tovabbtanulni vagyok, oktatasi
Potencidlis hallgatok/érdeklédék

b6rzéket aktivan Iatogatok,
informaciot keresdk

Beilleszkedés tdmogatasa,
Jelenlegi hallgatdk kore tajékoztatds tovabbi lehetéségekrd|,
egyetemi csatorndk haszndlata

Szakmai kapcsolatrendszer

Alumni kdzosség kialakitasa, karrierépités <->
gazdasdagi, kulturdlis, tudomanyos,
akadémiai kapcsolatok, alumni
nagykovetek




BUYER PERSONA

Mit takar a fogalom?

"A buyer persona (vasarloi személyiség) a célcsoportod idedlis

vevojét reprezentdlod fiktiv, Gm valds adatokon alapuld személy

leirdsa. Ugyfélkarakter.”

Nem egyenl6 a célcsoporttal.
Hanem a célcsoportnak egy
beazonosithatd képviseldje,
tehat konkrét ,személy”, aki

rendelkezik egyéb, pontosabb

tulajdonsagokkal is.

Negativ buyer persona: segit
a marketingerdoforrdsok
hatékonyabb allokalasdban
azdaltal, hogy kizdrja az
irrelevans célcsoportokat, és
a marketingtevékenységeket
a legigéretesebb vevdkre
iranyitja.

Konkrét személyiség tipusban
kell gondolkoznunk, mely
jellemzéi 6sszefoglaljak a

célcsoport sajatossagait és
személyiségét, melyre az
Uzenetet szabjuk.



MILYEN TULAJDONSAGOKAT, JELLEMZOKET
ERDEMES FIGYELEMBE VENNI A BUYER
PERSONA EPITESENEL?
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BUYER PERSONA EPITES

KULONBOZO MEGKOZELITESI MODSZEREK

HAGYOMANYOS
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Demographics
Age? Income? Location? Gender identity?

Your text here
Your text here
Your text here
Your text here
Your text here
Your text here

Sales Buyer Persona

Communication/Schedule

Device preferences? Preferred

communication style (email vs call vs Slack
vs Zoom vs Loom...)? Working hours?

Your text here
Your text here
Your text here
Your text here
Your text here
Your text here

Goals/Metrics/Motivations

Primary/secondary geals? Personal vs
professional goals? Top metrics they track?
Motivations?

Stevens

Personality Traits

Introvert vs extrovert? Straight shooter or
wants time to analyze and question?

¢ Your text here

Background e Your text here * Your text here

Job? Career path? Family? Lifestyle? * Yourtext here * Your text here

Spending habits? * Yourtext here e Your text here

& Your text here ¢ Your text here

7 - Your text here o ey e e * Yourtexthere
& Your text here

Your text here
Your text here
Your text here
Your text hera
Your text here




BUYER PERSONA EPITES

KULONBOZO MEGKOZELITESI MODSZEREK

Sales Buyer Persona

Real Quotes
About goals, challenges, etc.

What can we do?

...to help our persona achieve their goals?
...to help our persona overcome their

HAGYOMANYOS

w7

Joshua

® Your text here
® Your text here & Your text here
St & Your text here * Your text here
e v e n S * Your text here * Your text here
& Yourtext here & Your text here
& ‘Yourtext here & Your text here
& Your text here

Challenges
What does this person struggle with in
relation to meeting goals? What serves as a
roadblock for this person’s success?

Your text here
Your text here
Your text here
Your text here
Your text here
Your text here

|

Common Objections
Why wouldn't they buy your

preduct/service?

Elevator Pitch/Bumper Sticker

Sell your persona on your solution - in a sentence or a few words!

Your text here
Your text here
Your text here
Your text here
Your text here
Your text here

Marketing Messaging

challenges? * Your text here
'g;\- * Your text here
b % & Yourtext here # Your text here
\ { f & Yourtext here ® Your text here
2 ® Your text here * Your text here
® Your text here * Your text here
\ ® Your text here
® Your text here

How can you describe your solution to have
the biggest impact on your persona? What
resonates most with your persona?



CHARACTERISTICS OF THE USERS

Decide on the most important characteristics that hawe an influence on your service. Define the extremes.
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PERSONAS

Determine realistic combinations of characteristics that together could form a single fictitious person and link these (vertically) on the poster.
Determine the combinations so that you use each extreme at least once.

LAcKING wDPEAS
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CONTEXT & BACKGROUND
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BUYER
PERSONA
EPITES

EMPATIA
TERKEP

What does he/she

HEAR?

What da friends say?
Whai dao influencers say?

What does he/she

THINK AND FEEL?

What really Couris, wornias, aspiratiors

PERSONA

Role, age

What does hef/she

SAY AND DO?

Afiruda, behaviour iossards athars

What does hafshe
SEE?

ellarkoat, fricreds
@ Mo sa i

Faars, nsiradons
obsinclas

Gains

WIS, rieas
MEASLres of SUCCESS




What happans In asch siep? Dafing what
tha service: provider will make tha usar
exparience In gach sbap.

Dirow the [cumey Tor your parsonas: Defing tha fubwe sardca towchpoints
map thedr goals and ociitias alang tha journay.

USER (L:.iﬂieptrjoumey
JOURNEY

User goals
& activitles

:.'@‘:-

warl and what doas

tha user do? Mote

ciown the staps of the
d hisihar goaks

Digital
touchpolnts

A user journey magyarul
‘felhaszndléi utazas” vagy
"vasarldi at'. Ez a Iépések
sorozata, amelyeket egy
felnaszndlb tesz meg, hogy
elérjen egy célt egy termék
vagy szolgaltatds haszndlata
sordn, az elsé interakciétol a

cél eléréséig. touchpoints
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CSOPORTOS
FELADAT

A nagy létszamra valb tekintettel
mindenki a szomszédjaval k6zésen
alkosson meg egy szabadon valasztott
personat!

1.Hazai, kulfoldi 6sztondij irdnt érdeklodo
2.Nemzetkozi, magyarorszagi felséoktatds irant érdeklodo

3.Nemzetkozi hallgatd
4.Magyar alumni



MEGOLDASOK




DIASZPORA
FELSOOKTATASI

OSZTONDIJPROGRAM

PELDAJA

BUYER PERSONA EPITES

KULONBOZO MEGKOZELITESI MODSZEREK

Hannah
Soos

Background

Job / Career path / Family / Lifestyle /
Spending habits

Education

Highest level: High school certificate
Study level: BA/BSc

Field of study: Health Sciences
Study mode: Full-degree study

Lifestyle
e Hungarian-American family
e Strong sense of heritage and family

Demographics
Age / Income / Location / Gender identity

Age: 19 (born in 2005)

Gender: female (she/her/hers)

Nationality: American

Place of Birth: New York, New York

Place of Residence: Boston, Massachusetts

Income: middle class
Languages: English, beginner Hungarian

DIASZPORA

Felsdoktatasi Osztdndijprogram

Goals/Metrics/Motivations

Primary/secondary goals, personal vs
professional goals

Professional motivation:

Diaspora Scholarship Programme
1. To strengthen Hungarian identity
2. To get a European degree

3. To discover Hungary

4. To learn Hungarian

Personal motivation:

Hungary as a location for studies

1. Central location - Eurotrip possibility

2. Engaging with Hungarians

3. Engaging with other international students

Communication/Schedule

Device preferences / Preferred communication
style

Preferred social platforms
e Instagram

¢ Youtube

e Facebook

Preferred news sources
o Websites

e Google search

e Social media

Preferred communication channels
e email

e phone call

e personal meetings

Personality Traits
Introvert vs extrovert / Hobbies and interests

Personality

e Extroverted, kind, introspective, curious

e Her family, friends and community is
important to her

o She feels a bit in-between, belonging to
many places and cultures, yet fully to none.

* Wants to have hands-on experience of
Hungarian culture

Hobbies and interests
e reading

hiking

music

cooking

sports




BUYER PERSONA EPITES

KULONBOZO MEGKOZELITESI MODSZEREK

What can we do?

...to help our persona achieve their goals? ...to
help our persona overcome their challenges?

Real Quotes

About goals, challenges, etc.

® “I've always felt a little in-between cultures. | want this
experience to help me feel more rooted.”
‘Learning Hungarian feels important, but | know it'll be

tough as a beginner.”

¢ Create a supportive community
e Offer language assistance
e Facilitate connection to home

. u r gt .
. e Highlight cross-cultural opportunities ES exel r'”? :’ St;:dy in Eurap T‘ and Lwam 2 ”?ake
DI SZP RA (Eurotrip) i e r:nost of the chance to explore other countries,
A o e Mental health resources ® oo

"I hope this program helps me find a balance between
my American and Hungarian identities.”

FELSOOKTATASI
OSZTONDIJPROGRAM
PELDAJA

Common Objections
Why wouldn't they buy your product/service?

Marketing Messaging

What resonates most with your persona?

Hannah

e "Willl feel isolated or struggle to fit in?" ¢ Feel at Home in Hungary
"What if the language barrier is too ¢ Your Roots. Your Story. Your Future.
difficult?” ¢ Embrace Your Multicultural Identity
oos e ’lsit worth it to study so far from home?” ¢ Your Community, Your Culture, Your Growth
e "How will this program support me in e Where Tradition Meets Opportunity
achieving my professional and personal « Bringing Hungary Closer to Your Heart
goals?” « Expand Your Horizons, Strengthen Your
Cha"enges e 'Are there enough resources to help me if | Identity
What does this person struggle with feel overwhelmed or homesick?" ¢ Your Hungarian Story Starts Here
concerning meeting goals?
e - Elevator Pitch/Bumper Sticker
e Feels a sense of being "in-between" . -
. L Sell your persona on your solution - in a sentence or
cultures, which might impact her
: N a few words!
sense of belonging and identity.
e 2nd or 3rd generation immigrant i i i i
J 9 e Strengthen Your Identity, Explore the World e e L ol e

¢ Connect to Heritage, Create New Stories

In Hungary e Discover Hungary, Embrace Your Roots . N
v Homesickness e Discover Hungary, Discover Yourself ¢ Your Heritage, Your Journey—Start Here
e Language difficulties e Belong, Connect, and Grow in Hungary

¢ Distance from home



KOSZONJUK A qumpes
Linked[[}] Yunkedmg 4
FIGYELMET!

viktoria.stift@tpf.hu
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